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ABSTRACT
The importance of slot machines to casinos is ever 
increasing. It is important for marketers to understand this 
growing market. The benefit segmentation of the slot players 
could help marketers use the resources to target the slot 
market efficiently and effectively.
This study explored the benefits sought by the slot 
players from playing slot machines. The author researched 
twelve benefits sought by slot players. The findings provide 
useful implications for casino marketers and identify areas 
for future research.
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CHAPTER 1
INTRODUCTION
The three major categories of revenues in a casino are 
coin operated devices, the pit (table games, keno and bingo) 
and other (poker, race book and sports pool). In the fiscal 
year of 1980, revenue from coin operated devices, also called 
slot-machines,1 was 41.2% of total gaming revenue in Nevada. 
In 1993, this figure increased to 62.7%. Pit revenue 
decreased from 55.6% (1980) to 33.6% (1993) in Nevada.2
Other revenues remained fairly steady during this period, in 
the 3-4% range. Figure 1 shows the comparison of coin 
operated devices, pit and others gaming revenues at Nevada 
casinos from 1980 to 1993.
Slot machines contributed significant revenues to casinos 
not only in Nevada but also in Atlantic City. According to 
data from New Jersey Casino Control Commission, slot machines 
generated 66% of gaming revenues in Atlantic City casinos, 
1992 .
:For this study, slot machines, also known as slots, are 
defined as gaming devices operated by electronic or mechanical 
machines, such as but not limit to reel slots, video slots, video 
pokers, video keno and video blackjacks.
2Data based on Nevada gaming abstract: casinos with gaming
revenue of $1,000,000 and over.
1
2
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Figure 1 Comparison of slots, tables and others gaming 
revenues in Nevada Casinos (Data Source: Nevada Gaming
Abstract, 1980-1993)
Riverboat casinos in Colorado, Illinois, Iowa and 
Mississippi also reported slot machines contributing more 
revenues than table games. Figure 2 shows that slots and 
tables revenue split in these gaming areas.
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Figure 2 Slots/Tables Revenue Split - 1992 (Sources: New
Jersey Casino Journal, November 1993, pp. 12 - 13)
Slot machines have become the preferred method of gaming 
for visitors to Las Vegas. The growth of slot-machine players 
is one of the reasons of the increasing slot-machine revenue. 
In the fiscal year of 1993, 54% of Las Vegas visitors played 
slot machines most often, 16% played video poker, 27% played 
blackjack, craps and roulette, 2% played keno, and 1% played 
other games. Compared to 1984, 30% of Las Vegas visitors
played slot machines most often, 10% played video poker, 55%
4
played blackjack, craps and roulette, 3% played keno, and 2% 
played others. Figure 3 shows the trend by types of slots 
(reel slot machine and video poker) and types of table games 
played by visitors in Las Vegas, Nevada.3
60
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Figure 3 Casino Game Played Most Often (Data Source: Las
Vegas Visitor Profile Study)
3Las Vegas Visitor Profile Study did not report "the game 
played most often" during the fiscal year of 1985 to 1992.
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The Harrah's survey of U.S. casino gaming entertainment 
1993 produced similar results. It said that "sixty-eight (68) 
percent of all casino gamers play slot/video games most often; 
while only thirty-two (32) percent play table games" 
(Harrah's, 1993, p. 18). Figure 4 shows the data of casino 
games played most often provided by Harrah's and Home Testing 
Institute.
Casino Games Played Most Often
Percent of Trips
Laughlin Lake T ahoe Riverboats Cruise Sh ips
Las V egas R eno Atlantic City Indian R esv
g g  S lots T ables
Figure 4 Casino Game Played Most Often (Data source: the
Harrah's Survey of U.S. Casino Gaming Entertainment)
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Purpose of Study
The importance of slot machines to casinos is ever 
increasing. It is important for casino managers to understand 
their customers. Management must provide the right products 
and services to fulfill slot-players' demands. The purpose of 
this study is to investigate what benefits slot players seek 
from playing slot machines. This study will develop a profile 
of slot players, and identify the benefits they are seeking. 
It will also interpret players' betting behavior. This study 
will help casino marketers target on the slot market more 
effectively and efficiently.
Several casino executives stated their opinions on the 
changing gaming market since the slot market increased its 
importance. John Groom (1993), vice president of casino 
operations at Caesars Palace in Las Vegas, said that "there 
are very few really different or exciting table-game products 
out now; . . . [but] every successful new [slot] machine
creates excitement" (p. 14). John Belisle (1993), vice
president of casino operations of Merv Griffin's Resorts, said 
that "with craps, which was made popular during World War II, 
our clientele is aging; . . . the younger generation, many of 
them brought up on video games, has gone for slots" (p.14-15). 
Jim Rigot (1993), vice president of casino operations of 
TropWorld, explained that "the small business person was the 
biggest table game player, and he was the first person hit by 
the slump in the economy; . . . .  it makes more sense to a bus
customer with forty dollars to play quarters in a slot machine 
than to make four, ten dollars' bets at a table game" (p. 15). 
Hildebrand (1993), writer for Casino Player, stated his
opinions, "I would tend to believe people simply feel more
comfortable going up against a machine; no one is yelling at 
you if you make a mistake, nor is there an adversary 
relationship like you might find in craps . . .  it [craps] can 
be intimidating to some people" (p. 54). These phenomena
imply that people play slot machines because they are seeking 
something different from table games.
Based on above phenomena, three statements of problems 
were developed.
Problem Statements
(1) What benefits are slot players seeking?
(2) Do the benefits sought vary across segments?
(3) Does the amount of time playing slot machines, the 
machines denomination played most often, the average 
coins for each play, the machine type played most often, 
and the amount of gaming budget will vary across 
segments?
For measuring and analyzing the problem, two hypotheses 
were developed.
Hypotheses
(1) The benefits sought from playing slot machines will vary 
across players' gender, age, education level, marital 
status, family life cycle, and household income segments.
Lamb, Hair and McDaniel, 1994, said that "benefit 
segmentation . . . groups potential customers on the basis of 
their needs or wants; . . . .  customer profiles can be 
developed by examining demographic information associated with 
people seeking certain benefits" (p. 173).
(2) The amount of time playing slot machines, the machine 
denomination played most often, the average coins for 
each play, the machine type played most often, and the 
amount of gaming budget will vary across segments.
Engel, Blackwell, and Miniard (1986) said that "consumer 
behavior is a process, and purchase is only one stage in that 
process; there are many underlying influences, ranging from 
internal motivations and attitudes to social influences of 
various kinds" (p. 6). As the consumer behavior, slot
players' betting behavior will reflect on the length of 
playing slots, the amount of betting, the preference of slots, 
and the budget of gaming.
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Limitations
(1) The behavior will be affected by "external factors" 
and/or "mental state"; advertising can cause consumers to 
behave differently (O'shaughnessy, 1992). Thus, the data 
only represents the fact in a particular period under a 
particular circumstance.
(2) It is impossible to gather data from all slot players.
A sample of slot players in a Las Vegas Strip casino will 
be used. Therefore, the findings of this study may not 
be generalizable to other gaming properties.
(3) It is difficult to identify slot players without 
observing their behavior, so interviewers may be biased 
in selecting respondents. There was some indications 
that a bias might have been present as 69% respondents 
were female that was higher than the average.
(4) Some male or multi-machines slot players did not take a 
part in this study, so this segment was under 
represented.
Delimitations
(1) The survey was conducted during normal weekdays and 
weekends to avoid special promotions or holidays.
(2) This study only surveyed slot players who were playing 
slot machines in a casino property in Las Vegas, Nevada.
(3) Interviewers selected respondents by counting every 
third slot-players within a designated area to avoid 
prejudice.
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(4) Increasing the sample size can reduce the analysis
bias in a non-normal distribution observation.
Justifications
(1) The results of the study provided data regarding the
benefits which slot players seek and gave insights
about their betting behavior. It can be utilized as a 
marketing tool by casino management for setting their 
casino marketing strategies.
(2) This study also established a model, so it may be applied
to other kinds of casino players to study their benefits
sought and betting behavior.
(3) There is little published research on the gaming 
industry. The results of this study provided implication 
for future research.
Definitions
(1) Casinos: The room or rooms wherein gaming is conducted 
and includes any bar, cocktail lounge or other 
facilities housed therein as well as the area occupied by 
the games. (Regulations of the Nevada Gaming, 1992).
(2) Pit: Includes table games, keno and bingo based on 
the definition of Nevada Gaming Abstract.
(3) Race book: A business that accepts wagers on horse
or other races. (Regulations of the Nevada Gaming, 
1992).
(4) Slot club: A marketing tool for casinos which issue
slot club cards to customers. The customer can play slot
machines and accumulate points which are good for
merchandise, cash, complimentary, or anything satisfying 
customers. (Cassese, 1992).
(5) Slot machines or slots: Gaming devices operated by
electronic or mechanical machines, such as but not limit 
to reel slots, video slots, video poker, video keno, 
and video blackjack.
(6) Slot players: Whoever spend 50% or more of their gaming
budget or time on slot machines.
(7) Sports pool: A business that accepts wagers on sports
events or other events, other than horse or other races. 
(Regulations of the Nevada Gaming, 1992).
(8) Table games: Gaming services provided by personnel,
such as blackjack (21), blackjack variety games (eg. 
multiple action, over-under 13, etc.), craps (dice),
roulette, wheel of fortune (big six), mini-baccarat,
baccarat, pai-gow, pai-gow poker, red dog, and Caribbean 
stud poker.
CHAPTER 2
REVIEW OF LITERATURE 
This chapter provides an insight into the problem and 
develops a theoretical framework for the study.
Background of Study.
Many states expect to increase the state's economic 
potential by legalizing gaming today. Based on data from 
National Gaming Review. December 1993, "the twenty-two (22) 
gaming markets . . . are divided into three status groups:
active, developing and emerging" (p. 19) . Active markets, of 
which there are seven (7), are those where gaming is presently 
conducted and fairly well established, such as Nevada and New 
Jersey. The four (4) developing markets are those where 
gaming has been approved by the state legislature and 
localities, but that are only now issuing their first gaming 
licenses or seeing the first gaming establishments come on 
line, in this case, places such as Louisiana and Indiana. The 
last eleven (11) markets are the emerging markets, places such 
as Texas and Maryland, where the state legislatures, local 
governing bodies or influential groups or individuals are 
actively considering the gaming issue, but which currently do 
not permit gaming (National Gaming Review, December 1993, p.
13
19). The summary is shown as table 1.
Table 1
Gaming Markets in U. S. (Source: National gaming review,
December, 1993, p . 19)_______________________________
Market Waterborne Land-based Combinat ion
ACTIVE
1 Nevada X
2 New Jersey X
3 South Dakota X
4 Colorado X
5 Illinois X
6 Iowa X
7 Mississippi X
DEVELOPING
8 Michigan X
9 Indiana X
10 Missouri X
11 Louisiana X
EMERGING
12 California X
13 New Mexico X
14 Texas X
15 Alabama X
16 Tennessee X
17 Kentucky X
18 West Virginia X
19 Maryland X
20 Washington, DC X
21 Pennsylvanian X
22 Massachusetts X
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Besides legal casino gaming, there are several other 
types of gaming activities operated in the United States, such 
as bingo, charitable games, card rooms, gaming devices, sports 
wagering, lottery games and parimutuel wagering. Bingo games 
are legally operating in most states except Arkansas, Hawaii, 
Tennessee and Utah. Lottery games are legal and operative in 
thirteen out of fifty-two states (McQueen, 1993, p. 52) . 
Hawaii and Utah are the only states without any gaming 
wagering involved. National Gaming Review also suggested that 
"proliferation of regional gaming markets will likely continue 
over the next several years; government agencies will likely 
continue to look toward gaming as a source of revenue that 
does not require raising taxes directly on people" (1993, p. 
26) .
In the preface of gaming and commercial gaming: essays
in business, economics, philosophy and science. Eadington 
(1992) stated that "as commercial gaming has emerged as a 
growing presence in many countries over the past three 
decades, there has been increased interest in better 
understanding how gaming enterprises operate, how they respond 
to competitive forces, what are their effects on local, 
regional and national economies, and what strategic marketing 
and management practices are utilized" (p. xxiii). Since the 
gaming industry is growing, research on casino players is 
important. Next section explains the significant growth of 
slot-player markets since 1980.
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Casino Wins
According to Nevada Gaming Abstract, gaming revenues are 
divided into five categories: pit (table games, keno, and
bingo) , coin operated devices (slots) , poker and pan, race 
book, and sports pool. Table game and slot revenues are two 
major casino revenues. Based on the data provided by Nevada 
Gaming Abstract, table games generated 55.6% and slots 
generated 41.2% of the total gaming revenues in Nevada during 
the fiscal year of 1980. After thirteen (13) years, the
percentage of slots revenues increased up to 62.7%, while that
of table games revenues decreased to 33.6% in 1993 fiscal 
years. (Refer to Figure 1)
Slot machines became casinos' profit center not only in 
Nevada but also in Atlantic City. Kent-lemon (1992), 
president of Maxims Casinos in London, said that "in Atlantic 
City . . . the opening of the Taj Mahal failed to produce any
extra table-game win [in 1991]; the same is not true for the 
slots income, which has rescued the situation in New Jersey" 
(p. 8) .
The growth of slot win is not limited in the United 
States but also over the Europe. In the Netherlands, the slot 
win was $134,500,000 in the guilder in 1991, which was 2.68 
times higher than the 1986 level. In Spain, the slot win was 
1.88 times increased from the year of 1986 to 1991. In 
France, the slots win also increased 1.45 times from 1989 to 
1991. (See Table 2, 3 & 4)
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Table 2
Holland Casinos Table/Slots Win (Source: Gaming & Wagering
Business, November 15, 1992, p. 10)
Holland Casinos 
(Figures in Dfl 000s)
Year Gross Income Table Win Slots Win % Slots 
Win
1986 98,600 95,800 2, 80O4 2 . 84
1987 189,500 138 , 700 50,800 26 . 81
1988 225,600 158,300 67,300 29.83
1989 265,600 173,900 91,700 34 . 53
1990 320,600 204,400 116,200 36 . 24
1991 357,100 222,600 134,500 37.66
Table 3
Spain Casinos Table/Slots Win (Source: Gaming & Wagering
Business, November 15, 1992, p. 10)__________________
Spain
(Figures in U.S. $000s)
Year Gross Income Table Win Slots Win % Slots 
Win
1986 227,942 201,149 26,793 11. 75
1987 288,695 253,735 34,960 12 . 11
1988 310,281 270,500 39,781 12 . 82
1989 353,186 306,279 46,907 13 .28
1990 312,742 267,030 45,712 14 .62
1991 315,580 265,313 50,267 15 . 93
4In Holland, slot machines were introduced to casinos and 
bars in 1986.
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Table 4
France Casinos Table/Slots Win (Source: Gaming & Wagering
Business, November 15, 1992, p. 11)
France (Casinos with Slot Machines) 
(Figures in Frf 000s)
Year Gross Income Table Win Slots Win % Slots 
Win
1989 1,272,310 562,787 709,523 55 . 77
1990 1,461,516 490,137 971,379 66 .46
1991 1,502,674 472,372 1, 030,302 68 . 56
The rapid growth of the slot marketing the United States 
and Europe gave casino management little time to understand 
their customers and develop effective marketing strategies. 
This is an area that needs more work.
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Characterizations of Slot Players 
Some studies have been done to investigate the 
characterization of slot players. Shapiro (1981) mentioned 
that "persons who play slot machines were described as made up 
of persons who are poor, female, and old" (p. 12). Dandurand 
(1981) also further described that "thirty-nine (39) percent 
of the gambling active market preferred to play slots . . . .
females tended to be proportionately higher of slots" (p. 12) . 
Dandurand & Ralenkotter (1987) provided other data related to 
slot players presented in the Seventh International Conference 
on Gambling and Risk Taking:
Individual [slot machine] customers within the premium 
niche, when compared with other customers, are more 
likely to be female, older, black, from the Midwest, 
earning $80,000 plus, traveling on a chartered airline, 
on vacation, staying downtown, staying in hotel.
(p. 25)
The above research provided valuable information about 
slot players; however, they did not further use specific 
information on market segmentation.
1993 Las Vegas visitor profile study (1993) found the 
following:
About one-half (54%) of all gamblers played slot machines 
most often, followed by blackjack (20%), and video poker 
machines (16%) . The likelihood of a visitor saying they
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play slot machines or video poker most often has 
increased significantly since 1992 (from 51% to 54% for 
slots and from 12% to 16% for video poker) , while the 
likelihood of saying they play blackjack most often has 
decreased significantly (23% to 20%). (p. 62)
According to 1984 Las Vegas visitor profile study, the 
games played by casino visitors most often were blackjack 
(45%), slots (30%) and video poker (10%). Obviously, game 
preferences are changed by players over the past decade.5
The lifestyle market analyst (1993) characterized the 
casino gambler who tended to be 48.8 years old married adult, 
owned a house with $37,767 household income (p. 720) . The
Harrah's survey of U.S. casino gaming entertainment (1993) 
also pictured the "slot/video players [who] tend to be older, 
are less likely to have attended college, and have lower 
household incomes than table players; while table players tend 
to be younger, are most likely to have attended college, and 
have higher incomes" (p. 20) . Most reports analyzed the
gambler profile, which were based on their demographic 
variables. Some reports were outdated and most reports did 
not explain the reason of slot players' gambling behavior. 
The figure 5 and 6 are the Harrah's study.
5Las Vegas visitor profile study began to use the fiscal 
year as a term since 1984. Before that, it was using the 
calendar-year as a term and it didn't collect data related 
gambling activities.
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A casino cannot serve all customers in a broad market 
because casino customers are numerous, dispersed, and varied 
in their buying demands. Kolter (1991) said that "the company 
instead of competing everywhere, often against superior odds, 
needs to identify the most attractive market segments that it 
can serve effectively" (p. 262). For targeting on the right 
slot customers, the casino management needs to segment the 
slot market first. The next section explains the theory and 
application of the market segmentation.
Market Segmentation
The purpose of market segmentation is to help marketers 
precisely identify customers with different needs and wants 
and to provide different product or service to efficiently 
satisfy their needs and wants. Wind (1978) stated that "faced 
with heterogeneous markets, a firm following a market 
segmentation strategy usually can increase the expected 
profitability" (p. 317). Market segmentation is a marketing 
process to divide a market into meaningful, relatively 
similar, and identifiable groups of buyers who have similar 
product or service needs. It is an effective marketing 
strategy that can result in the more efficient and effective 
use of marketing and promotional dollars (Kotler and 
McDougall, 1983) . Kotler (1991) also mentioned that "the 
heart of modern strategic marketing can be described as STP 
marketing - segmenting, targeting and positioning" (p. 262).
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Therefore, market segmentation is the first step in this 
market segmentation process.
Weinstein (1994) also summarized four major benefits of 
market segmentation analysis and strategy, which are:
(1) Designing responsive products to meet the needs of 
the marketplace,
(2) Determining effective and cost efficient promotional 
strategies,
(3) Evaluating market competition, and
(4) Providing insight on present marketing strategies, 
(pp. 8-9)
For the gaming industry, the market segmentation can help 
casinos to achieve the following objectives:
to design games to meet the demands of the casino 
players,
to focus on the target market for effective and
efficient promotions,
to evaluate other competitions, and
to position the casino to satisfy the market demand.
The slot-player market is the fastest growing market in 
the gaming industry. If casino marketers can segment slot 
players into different groups, then casino marketing 
strategies can target the most important group with better 
products and produce more effective and efficient promotions.
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Most marketing textbooks accepted common market 
segmentation variables, which are geography, demographics, 
psychographics, benefits sought, and usage rate. Lamb, Hair 
and McDaniel (1994) defined each market segmentation as the 
following:
(1) Geographic segmentation is dividing markets based on 
region of the country or world, market size, market 
density, or climate.
(2) Demographic segmentation is dividing markets based 
on demographic variables, such as age, gender, 
income, ethnic background, and family life cycle.
(3) Psychographic segmentation is dividing markets based 
on personality, motives, lifestyle, and 
geodemographics.
(4) Benefit segmentation is dividing markets based on 
the benefits customers seek from the product.
(5) Usage rate segmentation is dividing markets based on 
the amount of products bought or consumed, (p. 167)
This study uses benefit segmentation and demographic 
segmentation to analyze slot-player markets. The reasons are 
explained in the next two sections.
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Benefit Segmentation 
Haley (1968) provided the following definition of benefit 
segmentation: "an approach to market segmentation whereby it
is possible to identify market segmentation by causal factors 
rather than descriptive factors, . . . , the belief underlying 
this segmentation strategy is that the benefits which people 
are seeking in consuming a given product are the basic reasons 
for the existence of true market segments" (p. 31) . The
followings have been mentioned as advantages of benefit 
segmentation. Benefits predict behavior better than
personality and lifestyle, volumetric, demographic or 
geographic measures, which merely describe behavior without 
explaining it (Young, Ott & Feigin, 1980) . Benefit 
segmentation studies can provide critical information for the 
marketing planning process, including new product and service 
evaluation, product, service or program planning, market 
positioning, and marketing communications development (Wind, 
1978; Calantone & Sawyer, 1978). Weinstein (1994) described 
the advantage of benefit segmentation as the following:
(1) Widespread application. Benefit segmentation is an 
appropriate segmentation base for consumer, 
industrial, and international markets. It can be 
effective for assessing markets for goods, services, 
and ideas .
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(2) Causal basis. Unlike most other segmentation bases, 
benefit segments are based on cause-and-effeet 
factors rather than descriptive factors. Because 
benefits recognize why customers buy - their 
purposes and product desires - a direct relationship 
exists between motivations and purchasing patterns.
(3) Flexibility. Benefit segmentation is a method with 
great adaptability; benefit segments can be derived 
through a variety of approaches - including but not 
limited to focus groups, in-depth interviewing, and 
quantitative research (mail surveys, telephone and 
personal interviews). (pp.143-144)
Moriarty & Reibstein (1986) said that "benefit 
segmentation has become widely adopted by consumer marketers" 
(p. 465) . Woodside & Jacobs (1985) said that "benefit-based 
market segmentation can be a useful tool in planning product 
and promotion strategies; an initial first-step to benefit- 
based market segmentation is learning what benefits are being 
realized by current customers of specific brands and whether 
the benefits more than justify the costs incurred in buying 
the brand" (p. 7). The importance of benefit segmentation to 
the slot market is to explain the reason of people play slot 
machines, so casinos can provide appropriate products and 
services to please different slot-player segments.
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Demographic Segmentation
Weinstein (1994) said that "many of the common 
demographic dimensions are interrelated, or similar, from an 
analytical perspective" (p. 82). He characterized and
categorized four groups that shall be considered in the 
demographic segmentation.
(1) Market size factors: consist of population, the
number of households or families, and household or 
family size,
(2) Age and stage factors: include age distribution and
family life cycle,
(3) Men and women factors: look at marital status and
gender categories, and
(4) Race, nationality, and religion factors: focus on
ethnic backgrounds, countries of national origin, 
and religious preferences. (Weinstein, 1994, P. 82- 
84)
The major advantage of demographic segmentation is 
"easily measured and classified" (Lewis & Chambers, 1989, p. 
212) . Another reason is that "consumer wants, preferences, 
and usage rates are often highly associated with demographic 
variables" (Kotler, 1984, p. 165). Webster (1989) also 
mentioned that "demographic characteristics were factors in 
consumers' expectations of nonprofessional service" (p. 35). 
Therefore, the demographic variable may reflect consumers'
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characteristics, attitudes, wants, preferences, usage rates, 
service expectations, and values.
Casino marketers can segment the slot-player market based 
on the demographic variables to predict their gambling 
behavior. The demographic segment also can be compared with 
the benefit segmentation. It helps marketers gain an insight 
into the benefits slot players sought.
Before examining articles related to consumer behavior, 
next section describes how "value" has influenced consumers' 
behavior.
Value
In the late of 1980's, Japanese automakers introduced 
economy cars to American consumers, such as Toyota Corolla and 
Honda Civic. The buyer perceived value of these cars, so the 
Japanese car enabled to capture a share of the market. Since 
then, "Americans have become very purposeful shoppers," said 
Barbara Feigin (1993, p. 8), an executive vice president at 
Grey Advertising. Today, consumers are carefully comparing 
products or services value before purchasing. Jacob (1993) 
defined the value:
It consists of price, intrinsic product features, and 
service, and it means different things to different 
people. (p. 10)
Value, however, "does not mean high quality if it's only 
available at even higher prices. It does not necessarily mean
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cheap, if cheap means bare-bones or low-grade. It does not 
mean high prestige, if the prestige is viewed as snobbish or 
self-indulgent" (Power, Konrad, Cuneo & Treece, 1991, p. 132). 
Thus, casino marketers shall understand the value that slot- 
players expected, and attempt to deliver the right value for 
slot players. The following section discusses the importance 
of consumer behavior to a casino marketer.
Consumer Behavior 
Turley & LeBlanc (1993) explained the reason that "a 
better understanding of consumer behavior and the consumers' 
decision-making processes for services is needed to assist 
service managers in making better business decisions;. . . .
understanding the similarity and differences between tangible 
product and service decision making can aid in positioning and 
service mix decisions" (p. 11) . Kotler (1984) said that
"before planning its marketing, a company needs to identify 
its target consumers and the type of decision process they go 
through. . . . this understanding [of buying process and
behavior] allows the marketer to develop a significant and 
effective marketing program for the target market" (p. 134). 
Lamb, Hair & McDaniel (1994) stated that "knowledge of 
consumer behavior reduces uncertainty when creating the 
marketing mix" (p. 102) . Lewis & Chambers (1989) said
"understanding consumer behavior means understanding the 
needs, wants, and problems of the consumer, within the context 
where they take place" (p. 138). If casinos can gain an
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insight into the slot-players' behavior, then they can provide 
the expected services and products to fulfill players'
demands.
Perceptions
Marketers believe that perceptions effect consumer
behavior. Ries and Trout (1993) said that "customers buy 
perceptions not products" (p. 33). Furnham (1988) mentioned 
that "perception determines people's behavior" (p. 2) .
Viladas (1982) also mentioned that "although there is no 
consensus on the meaning of attitudes, many researchers take 
attitudes to be expressions of a predisposition to act" (p. 
616) . Klein (1970) stated that "perception is an adaptive 
cognitive act, always rooted in the intentional life of the 
person, in his motives and aims vis-a-vis the environment" (p. 
4) . He also explained that "much of the time perception is 
enmeshed in action, providing a basis for doing or not doing 
something about the events perceived, and guiding us to next 
steps in relation to these events and objects" (Klein, 1970, 
pp. 56-57). Duncan (1990) said that consumer market beliefs 
were important "[because] strongly held market beliefs serve 
to simplify consumer decision making by directing search and 
evaluation activities" (p. 729).
The study of consumer perception has been applied to the 
tourism industry. Hu and Ritchie (1993) analyzed consumer 
attitudes and choice behavior on selecting destinations of 
tourism attractiveness. Ostrowski, O'Brien & Gordon (1993)
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studied consumer loyalty in the commercial airline industry 
based on consumers' perception. Thach and Axinn (1994) 
focused on the perception of visitors toward amusement parks. 
Even though perception has been applied to the tourism 
research, there is no study applied to the gaming industry. 
Thus, it may be applicable to study slot-players' perceptions 
toward products and services provided by casinos.
In order to satisfy a consumer, a marketer must 
understand the consumer's needs, wants and demands. The 
consumer behavior can reveal consumers' needs. wants and 
demands, so the marketers need to study consumers' behavior. 
Kotler (1984) defined that "a human need is a state of felt 
deprivation in a person; human wants are the form that human 
needs take as shaped by a person's culture and individuality; 
their wants become demands when backed by purchasing power" 
(pp. 2-3). However, the behavior of customers is effected by 
personal perceptions and expected product/service values. 
Thus, the model of this study is following related consumer 
behavior studies and focusing on slot-player behavior. Next 
section reviews another factor that will influence people's 
behavior - motivation
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Betting Motivations 
Bruce and Johnson (1992) mentioned that four possible 
motivations to horserace betting are "financial gain, 
intellectual challenge, social interaction and excitement" (p. 
1) . Most articles agree that financial gain is the number one 
motivation to gamble or bet. Cornish (1978) reported that 
"70% of those who gambled gave financial gain as their primary 
motive, . . . .  financial gain will form part of the motivation 
to bet" (p. 91) . Downes (1976) said that "few gamblers
realistically suppose that gambling will truly be for them a 
shortcut to wealth, though it is a convenient pretext for 
fantasy along these lines" (p. 24).
The intellectual challenge of gaming is a motivation to 
some players. Downs (1976) also mentioned, "gambling, like 
crossword puzzles and chess, . . . provides artificial, short­
term, miniature, 'capsule' problems - and their resolution - 
for those who enjoy them" (p. 25) . The intellectual challenge 
may involve skill and knowledge of gambling. Langer (1983) 
developed the concept that "an 'illusion of control' tends to 
reinforce individual involvement in areas which are perceived 
to demand skill and this would appear to support the 
'intellectual challenge' motivation for gambling."
The third motivation to gamble is for excitement. "For 
many people, gambling offers excitement that is matched in few 
other areas of life," Gilovich and Douglas (1986) said (p. 
239). Downes also agreed that risk-taking is part of
33
excitement to a gamble-activity. Dickerson (1979) has also 
emphasized, "excitement is not generated by cognition of cash 
won, but the very process of the gambling behavior and 
environmental changes" (p. 322).
The fourth motivation is social interaction. Downes, 
Davis, David and Stone (1976) observed that the betting office 
is often used as place to meet and socialize with others with 
similar interests. Cornish (1978) used off-course cash 
betting in the United Kingdom to explain the social 
interaction in betting. He said that "it [off-course cash 
betting] would put the lower socio-economic groups on a 
footing equal to those who could afford to be on-course or bet 
on credit off-course" (Cornish, 1978, p. 60) . It implies that 
no matter rich or poor have the equal opportunity to win or 
loss at a particular betting. The new generation, however, 
may have already changed their perspective of social 
interaction. Steve Norton (1993), chief executive of the 
Alton Belle, implied the social interaction from table games 
that "there is a lot of intimidation from other players, when 
you make a dumb decision." No one needs to worry about making 
a wrong decision in playing slot machines. Bruce and Johnson 
(1992) considered that "betting may be a solitary activity; 
for many it is a personal and private pastime, where 
interaction with other bettors is actively avoided" (p. 204). 
Therefore, less social interaction may be a reason to motive 
people to play slot machines.
34
Financial gain, excitement, intelligence challenge and 
social interaction are used as benefit segments in this study. 
The result can reveal whether slot players have the same 
betting motivations as horseracing betters.
Summary
The background study shows that it is important to focus 
on the slot market because of the increasing slot population 
and slot revenue. Then, related literature explains that 
market segmentation can help marketers identify similarity and 
difference within the slot market. Therefore, this study uses 
benefits sought and demographic variables to segment the slot 
market. Benefit segmentation can explain the behavior of slot 
players, and demographic segmentation can identify the 
characteristic of slot players. Literature also states that 
product value, and individual perceptions, beliefs and 
attitudes will affect or direct consumer behavior. Finally, 
the research on betting motivation was reviewed. The betting 
motivations are reasons of players or gamblers to engage 
gambling. The literature regarding to the four-betting 
motivations may apply to segment slot-players.
The result of this study can help casino marketers to 
identify their slot customers based on benefit and demographic 
segmentations. Then, casino marketers can concentrate on the 
target market and develop their marketing strategies. This 
study also provides a scientific research model for the 
further gaming industry study.
CHAPTER 3
METHODOLOGY
This chapter explains the research procedures. The 
following is a list of the major steps in preparing this 
research.
(1) Problem definitions.
(2) Hypotheses.
(3) Collecting data.
(4) Sampling methods.
(5) Developing questions.
(6) Planning for analysis. (Blankenship & Breen, 1993,
pp. 97-102).
Problem Definitions
There were three problem statements mentioned in Chapter
(1) What benefits are slot players seeking?
(2) Do the benefits sought vary across segments?
(3) Do the length of playing slot machines, the machines
denomination played most often, the average coins 
for each play, the machine type played most often 
and the amount of gaming budget will vary across 
segments?
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Hypotheses
The followings sub-hypotheses are derived from the two 
major hypotheses.
(1) The benefits sought from the slot machine will vary
across players' gender, age, education level, marital
status, family life cycle, and household income segments.
Hla. There is a difference between the benefits sought of
female and male slot players.
Hlb. There is a difference between the benefits sought of 
elder slot players and younger slot players.
Hlc. There is a difference of the benefits sought 
based on slot players' education level.
Hid. There is a difference among the benefits sought of 
single, married, separated, divorced and widowed 
slot players.
Hie. There is a difference of the benefits sought
based on slot players' household income.
(2) The length of playing slot machines, the machine 
denomination played most often, the average coins for each 
play, the machine type played most often and the amount of 
gaming budget will vary across segments.
H2a. There is a difference in the benefits sought
based on the length of playing slot machines.
H2b. There is a difference in the benefits sought
based on the machine denomination played most often.
37
H2c. There is a difference in the benefits sought
based on the average coins for each play.
H2d. There is a difference in the benefits sought
based on the machines type played most often.
H2e. There is a difference in the benefits sought
based on the amount gaming budget.
Collecting Data
The data were collected by face-to-face personal 
interviews. A major disadvantage of the face-to-face personal 
interviews is they are more expensive than mailing or other 
forms of survey data collection. Payment to interviewers was 
a major cost in this study. Another disadvantage was the bias 
of selecting respondents by interviewers. Interviewers might 
have personal bias on particular age, gender or race groups, 
which could effect the procedure of selecting respondents. A 
trained interviewer could reduce this bias.
The recruitment and selection of interviewers focused on 
current college students. Bradburn (1983) said that "one 
important finding is that college students used as 
interviewers produce much larger response effects than other 
interviewers" (p. 311). The interviewer training included two 
categories: general training on interviewing skills and
techniques, and briefing on specific survey questionnaires and 
procedures. The first provided the interviewer with a core of 
basic skills, and the second applied those skills to a 
particular situation. The general training emphasized the
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selection of respondents by counting every third player, and 
the briefing explains the survey process. The following 
agenda was designed for training interviewers to prepare the 
survey.
(1) Presentation of the nature, purpose of the survey,
(2) Discussion of the total survey process,
(3) Role of the professional survey interviewer 
(including a discussion of bias issues),
(4) Role of the respondent,
(5) Profile of the questionnaire,
(6) How to read questions (including correct pacing, and 
reading exactly as printed),
(7) How to record answers for each type of question, and
(8) Editing (reviewing completed interviews for 
legibility, missed questions, etc.) (Weinberg, 1983, 
pp. 344-345).
Weinberg (1983) said that "the face-to-face interview has 
traditionally been considered the most reliable method for 
collecting attitudinal., opinion, and some kinds of factual 
data from the general population and from some special 
population groups;. . . . the interviewer can see the
respondents and their surroundings if the research requires 
some observation of these surroundings" (pp. 336-337). 
Viladas said that "face-to-face interviews tend to be less 
rushed than phone interviews, thus making the interviewer feel
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more free to probe" (1982, p. 203). This survey, however, 
required interviewers to observe and select the players who 
were playing slot machines as respondents.
Sampling Methods 
The population in this study was the player who spent 50 
percent or more of either gaming time or gaming budget on slot 
machines at one casino in Las Vegas Strip area. Since it is 
"impossible to collect data from, or to test, or to examine" 
(Sekaran, 1992, p. 227) the entire population, it is necessary 
to use sampling to conduct practical research. Kalton (1984) 
agreed that "to collect data from only a part of population is 
clearly less costly and, providing the estimates are 
sufficiently precise, sampling is thus more economic" (p. 7).
Rea and Parker (1992) mentioned that the researcher must 
address the level of confidence with specificity before 
proceeding with the selection of a sample size (p. 125). The 
level of confidence refers to the probability that the 
estimations are correct. In this study, the levels of 
confidence was set at 95 percent. It is "the accepted level 
for most business research" (Viladas, 1982, p. 513). The same 
confidence level was also found at Gupta and Chintagunta's 
(1994, p. 132), Moller, Lehtinen, Rosenqvist and Storbacka's 
(1985, p. 75), and Shoemaker's (1989, p. 16) researches.
According to Table 5, the sample size was determined as 
383 at 95% level of confidence and 95% confidence interval. 
The population size of slot players was greater than 100,000.
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Table 5
Minimum sample sizes for selected populations at 95% level of 
confidence and 95% confidence interval (Source: Rea &
Parker, 1992, p. 133)_________________________________
Population Size (N) Sample Sizes
500 218
1000 278
1500 306
2000 323
3000 341
5000 357
10000 370
20000 377
50000 382
100000+ 383
Sampling methods fell into two broad categories:
probability and nonprobability sampling. Sudman (1983) 
defined the probability samples that "those samples where 
every element in the population has a known, nonzero 
probability of selection; these samples are sometimes called 
random samples" (p. 164). Levy and Lemeshow (1991) mentioned 
that "probability sampling is often a time-consuming and 
expensive procedure and, in fact, may not be feasible in many 
situations" (p. 17). The drawback of probability sampling for 
this study was that there was no available slot-player list as 
population. Pope (1993) also stated that "obviously, most 
types of studies - product tests, shopping center interviews, 
group discussions, and most projects not done on a nationwide
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basis - have to use nonprobability sampling methods" (p. 222 ). 
Thus, the nonprobability sampling was the alternative.
Henry (1990) said that "nonprobability sampling are used 
for many research projects;. . . [and] nonprobability samples 
are actually a collection of sampling approaches that have the 
distinguishing characteristic that subjective judgments play 
a role in the selection of the sample" (p. 17). Since the 
populations were slot players within a Las Vegas Strip area 
casino, the convenience sampling was used, which is a form of 
nonprobability sampling. Sekaran (1992) defined that "as its 
name implies, convenience sampling involves collecting 
information from members of the population who are 
conveniently available to provide this information" (p. 235).
The disadvantage of convenience sampling was likely to 
have bias results, which may not allow the generalizability to 
the population. "Bias, often unintended, in the selection 
process can produce results that are different from those 
expected for the population" (Henry, 1990, p. 24). The bias, 
however, could be controlled in two ways: "one uses more data
to improve the convenience sample approach; the other requires 
abandoning the convenience approach in favor of a probability 
sample" (Henry, 1990, p. 19). First, the sample size exceeded 
the minimum recommended by Rea and Parker. Second, 
interviewers were told to select respondents by their 
activities - playing slot machines and by counting every third 
player within the designated area. Casino managers
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confirmed that time factors would also effect the result. The 
type of players in the casino at 2 PM may be different from 
the players in the casino at 12 midnight. Weekday and weekend 
might also present the different data. Therefore,
interviewers were scheduled to survey within different periods 
across weekdays and weekends.
Developing Questions
An exploratory study was conducted before this study. 
The exploratory study was a form of informal personal 
interviews and casual group discussions on the topic of slot 
players' behavior. Most respondents described their reasons 
to play slot machines as the following statements:
- slot machines provide the chance to become rich,
- players can play slot machines longer than table games 
within a small budget,
- slot machines only require minimum skills or no skill 
at all,
- playing slot machines do not need to interact with 
other people,
- slot machines provide more varieties than table games,
- slot machines are easy to play,
- the minimum bet of slots is affordable,
- the sounds of coin payoff making players exciting,
- the amount of jackpot or progressive payoff is very 
attractive.
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Based on literature review and exploratory study, the 
questionnaire collected data regarding to slot players' 
benefits sought, betting behavior and demographic information. 
The following section is a brief explanation of the 
questionnaire design.
The questionnaire included three parts. First part was 
a screening question "to learn whether the person addressed 
qualifies to be interviewed or not" (Viladas, 1982, p. 629). 
The screening question determined whether the respondent is 
qualified as a slot player. The following question was used.
Hi, I am [name of interviewer] from UNLV. The college of 
hotel administration is conducting a 2-page survey of slot- 
machine players' betting behavior, so casinos can provide 
better products and services for you. (Interviewer: if the
respondent was playing slot machines as your observation, skip 
Qla and GOTO Qlb.)
Qla. Have you ever played slot machines before? "Slot 
machines" include but not limit to reel slots, video 
poker, video keno, and video blackjack.
Yes .... 1, continue to Qlb
No .... 2, stop this interview
Qlb. Did you spend 50% or more of either your gaming budget 
or gaming time on slot machines?
Yes .... 1, continue this survey
No .... 2, stop this survey
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The second part of the questionnaire sought to identify 
the benefits respondents were seeking from playing slot 
machines. A five-point Likert scale was used, because it was 
the classic techniques to measure perceptions or attitudes 
(Sekaran, 1992, p. 166 and Viladas, 1982, pp. 616-619). The 
questions were based on the result of literature reviews and 
exploratory study. An example of a question is provided 
below.
Q2. The following is a list of the benefits of playing slot 
machines. Please tell me when you play slot machines, how 
important each of these benefits is to you based on a five- 
point scale. 1 stands for NOT IMPORTANT, 3 stands for AVERAGE 
IMPORTANCE, and 5 stands for VERY IMPORTANT.
Not Below Average Above Very
Important Average Importance Average Importance 
Importance Importance
1 2 3 4 5
Question: When you play slot machines, how important each of 
these benefits is to you?
a. Slot machines can provide you 
a chance to become wealthy.
1 2 3 4 5
b. The amount of jackpot payoffs 
is attractive.
1 2 3 4 5
The last part of the questionnaire included the social- 
demographic and betting behavior questions. It included age, 
gender, education level, household income, the length of 
playing, machine type played most often, etc. Most questions
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in the Q3 section were closed-ended questions. There were 
several advantages of closed-ended questions. Rea and Parker 
(1992) said that "one is that the set of alternative answers 
in uniform and therefore facilitates comparisons among the 
respondents;. . . another advantage is that fixed list of
response possibilities tends to make the question clearer to 
the respondent" (p. 39).
"An open-ended question costs three to five times more to 
ask, code, and tabulate than a structured question" (Pope, 
1993, p. 51). However, some questions still used open-ended 
questions such as the average length of playing slots, because 
they were difficult to predict the range of the answer. The 
following statements are examples for the Q3 section.
Q 3 . Here is the last part of this survey. Just a reminder, 
the questionnaire form we complete today will not be 
marked in any way would identify you. So, please tell us 
some information about you. 
a. On average, how many hours per day did you spend playing 
slot machines?
( ] hours per day
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d. What was the last grade or year of school that you
completed? (DO NOT READ LIST)
Grade school or some high school ... 1
High school diploma (finished grade 12) ...2
Some college (include junior/community college - no 
bachelor's degree) ...3
Graduated college ...4
Graduate school (Master's or Ph.D.) ... 5 
Technical, vocational or trade school ...6 
Refused/NA ... 7
Pretest Procedure 
The draft questionnaire was pretested by two groups. The 
first group was graduate students at University of Nevada, Las 
Vegas. This group was asked to examine the structure, flow 
and wording of the questionnaire. Some students in this 
group were not slot players. The second group was the player 
in the designated casino. Interviewers recorded questions 
from respondents, regarding the survey instrument.
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Planning for Analysis 
The collected data were analyzed by using SPSS® for 
Windows™ Release 6.0. The result and interpretation of data 
is discussed in Chapter 4. This section explains how to test 
hypotheses.
The description analysis inspected twelve benefits sought 
listed in the question 2. If the mean score of the statement 
was greater or equal to four (4.00), it represented the 
benefits sought that were above average importance to all slot 
players. Based on National Restaurant Association (1992) 
study, an attribute with a mean of 8.00 or higher is 
considered to be important from a 10-point scale. In this 
study, the mean of 4.00 or higher was considered to be above 
average importance from a 5-point Likert scale.
Hypotheses Tests 
Hypothesis (1) is that the benefits sought from the slot 
machine vary across players' gender, age, education level, 
marital status, family life cycle, and household income 
segments. The one-way analysis of variance for hypotheses 
testing was used. The benefit sought was the dependent 
variable, and each demographic variable was a factor.
One-way analysis of variance (ANOVA) is a statistical 
method of comparison of means. Norusis (1993) defined that 
"the one-way ANOVA procedure produces a one-way analysis of 
variance for an interval-level dependent variable by a single
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factor (independent) variable" (p. 275). The independent-
sample t-test, however, was used to examine the significant 
difference if there was only two groups within a independent 
variable, such as gender.
Hla. There is no difference between the benefits sought 
of female slot players and male slot players.
Hla0: Significant F greater or equal to 0.05
HlaA: Significant F less than 0.05
Hla0 represents the term null hypothesis that there is no 
difference between the benefits sought of female and male slot 
players. HlaA represents the term alternate hypothesis that 
there is a difference between the benefits sought of female 
and male slot players.
McPherson (1990) stated "where the F-test in an analysis 
of variance procedure provides evidence to reject the 
hypothesis that all treatments have the same effect, there is 
a need to determine where the differences lie. In this case, 
a multiple comparison procedure is employed to establish which 
pairs of treatments appear to be producing differences in mean 
response" (p. 435). Thus, if the finding supports the
alternate hypothesis, the least significant difference (LSD) 
procedure is taken. McPherson also mentioned that "LSD is 
widely used, which has a simple basis and is computationally
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uncomplicated" (1990, p. 435).
Hypothesis (2) is that the length of playing slot 
machines, the machine denomination played most often, the
average coins for each play, the machine type played most
often and the amount of gaming budget will vary across 
segments. As the second hypothesis testing, each benefit 
sought treated as a dependent variable and each betting 
behavior was a factor, then using one-way analysis of variance 
for hypotheses testing.
H2a: There is no difference in the benefits sought 
based on the length of playing slot machines.
H2a0: Significant F greater or equal to 0.05
H2aA: Significant F less than 0.05
H2a0 represents the term null hypothesis that there is no 
difference in the benefits sought based on the length of 
playing slot machines. H2aA represents the term alternate 
hypothesis that there is a difference in the benefits sought 
based on the length of playing slot machines. The least 
significant difference procedure is applied if the null 
hypothesis is rejected.
CHAPTER 4 
ANALYSIS OF THE FINDINGS
This chapter includes a general description of the 
respondent and the analysis of data for the hypothesis
testing. Before examining the sample, a general description
of the survey is as followed:
A pretesting was conducted before the survey.
Two errors were found after the pretest. One is the 
Q3e: people have different interpretations on the
gaming budget per trip. The question was modified
to ask the gaming budget per day. Another typing
mistake is Q3k: zip code was mistyped by area
code. The error was corrected immediately.
The face-to-face interview survey held at a Las 
Vegas Strip casino during a contiguous seven-day 
period.
During the seven-day surveys, the interviewing team 
did not trace the refusal rate until the last four 
days. Interviewers stated one out of six persons 
refused to respond the survey. They also mentioned 
that males and players who played more than one slot 
machine at one time tended to refuse to take part 
in the survey. Even though interviewers randomly
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selected interviewees, the results may under 
represent male and multi-machines slot players' 
opinions.
530 persons answered the questionnaire but only 445 
questionnaires were qualified for this study. 
The discarded data were due to non slot-players, or 
missing data in the second question section.
Descriptions of the Sample 
This section gives an overview of the respondents. Of 
445 valid respondents, 69% respondents were female, and 31% 
were male. The average age of slot players was between 40 to 
5 9 years old. The most frequently responded household income 
was the category of $50,000 to $74,999. Most of the slot 
players were married and most people did not bring anyone 
under the age of 18 with them to Las Vegas. Most slot players 
were grade or high school graduates. 88% of the slot players 
lived in the United States, 10% lived in Canada and 2% were 
from other countries. Among those living in the U.S., most of 
them came from Midwestern and western states. The descriptive 
data were compared with 1993 Las Vegas Visitor Profile Study 
and 1994 U.S. Statistic Abstract - U.S. Bureau of the Census.
The results of comparisons showed at the following figures.
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Gender
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g  Current Study
1993 Las V egas Visitor Profile Study  
^  1992 US C en su s  of Population (Est.)
Figure 7 Gender (Base size: Current Study = 445; 1993 Las 
Vegas Visitor Profile Study = 1800; 1992 U.S. Census of 
Population = Estimated)
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499
P
er
ce
n
ta
ge
54
Household Income
25
$15 ,000 -24 ,999  $35 ,000 -49 ,999  $ 7 5 ,0 0 0  and m ore
< $ 1 5 ,0 0 0  $ 2 5 ,0 0 0 -3 4 ,9 9 9  $ 5 0 ,0 00 -74 ,999
| g  Current Study  
^  1992 US Bureau of the C en su s
Figure 9 Household Income (Base size: Current Study = 439;
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Marital Status
y/y/SSssisH..
S ingle Married Separated/D ivorced  W idow ed
Current Study
1993 Las V egas Visitor Profile Study  
1993 US Bureau of the C en su s
Figure 10 Marital Status (Base size: Current Study = 439;
1993 Las Vegas Visitor Profile Study = 1800; 1993 U.S. Bureau
of Census = 187100000)
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Education Level
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Figure 11 Education Level (Base size: Current Study = 437;
1993 Las Vegas Visitor Profile Study = 1800; 1993 U.S. Bureau
of Census = 158868000)
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Country Origin
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U.S.A. C anada O thers
H  Current Study
%  1993 Las V egas Visitor Profile Study
Figure 12 Country Origin (Base size: Current Study = 445;
1993 Las Vegas Visitor Profile Study = 1800)
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Figure 13 Area of Origin (Base size: Current Study = 380; 
1993 Las Vegas Visitor Profile Study = 1800; Eastern states: 
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Hampshire, New Jersey, New York, Pennsylvania, Rhode Island, 
and Vermont; Southern states: Alabama, Arkansas, Florida,
Georgia, Kentucky, Louisiana, Mississippi, North Carolina, 
Oklahoma, South Carolina, Tennessee, Texas, Virginia, and West 
Virginia; Midwestern states: Illinois, Indiana, Iowa, Kansas,
Michigan, Minnesota, Missouri, Nebraska, North Dakota, Ohio, 
South Dakota, and Wisconsin; Western states: Alaska, Arizona,
California, Colorado, Hawaii, Idaho, Montana, Nevada, New 
Mexico, Oregon, Utah, Washington, and Wyoming)
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Slot Club Member
N = 445
Slot Club Member 
Y es Jjii'j No
Figure 14 Slot Club Member (Base size: Current Study = 445)
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According to the above comparison figures, the sample in 
this study was similar to other studies' findings such as age, 
marital status, education level, country origin, and area of 
origin variables. The descriptive analyses were also based on 
slot players' gaming behavior. The slot players spent an 
average of 4.8 hours per day on playing slot machines. The 
denomination of slot machines played most often was the 
quarter machine. The slot players usually inserted an average 
of 2.79 coins before each play on a machine. 71% of slot 
players preferred to play reel slot, 26% preferred video 
poker, and 3% preferred other machines. The average gaming 
budget per day was 258.1 dollars; however, the range of 
responses was from $2 up to $6000. 69% of the respondents did 
not join any slot club. The following figures showed the 
results.
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Hours of Playing Games
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2 hours 
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4 hours 6 hours
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Current Study
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More thanlO  hrs
Figure 15 Hours of Playing Games (Base size: Current Study =
444; 1993 Las Vegas Visitor Profile Study = 1612)
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Machine Denomination Played Most Often
Y////Z-
Nickel Quarter Half Dollar Dollar
Current Study
1993 Las V egas Visitor Profile Study
Figure 16 Machine Denomination Played Most Often (Base size: 
Current Study = 444; 1993 Las Vegas Visitor Profile Study = 
1133 )
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Average Coins For Each Play
50
45  45
'////////A
O ne to Two Three Four or More
H Current Study
1993 Las V egas Visitor Profile Study
Figure 17 Average Coins For Each Play (Base size: Current
Study = 442; 1993 Las Vegas Visitor Profile Study = 1133)
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Machine Type Played Most Often
80  76
Reel S lot V ideo Poker Other Video
Eg Current Study
1993 Las V egas Visitor Profile Study
Figure 18 Type of Machines Played Most Often (Base size: 
Current Study = 445; 1993 Las Vegas Visitor Profile Study = 
1145)
The above figures presented that the findings also were 
similar to the 1993 Las Vegas Visitor Profile Study. The 
following table shows the twelve benefit segments and their 
means of the importance of the benefits sought.
Table 6
Result of benefits sought questions
When you play slot machines, how important each of these 
benefits is to you? (1-Not Important, 2-Below Average 
Importance, 3-Average Importance, 4-Above Average 
Importance, 5-Very Important)
N=445 Mean
a. Slot machines can provide you a chance to become 
wealthy.
2.058
b. The amount of jackpot (maximum) payoffs is 
attractive.
3.378
c. Slot machines are easy to play. 4.375
d. You want to receive complimentary room, food or 
other benefits from slot clubs.
3.151
e. Playing slot machines is a social activity. 3.557
f. You can play slot machines without interacting 
with other players.
3.919
g. Slot machines are exciting. 4. 110
h. The sounds and light of hitting a win are 
enjoyable.
4.285
i. You can play for a long time on a limited 
budget.
3.551
j. The minimum bet of slot machines is affordable. 4.360
k. Casinos provide free drinks. 3.688
1. Playing slot machines is relaxing. 3.674
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Most slot players considered that "slot machines are easy 
to play," "slot machines are exciting," "the sounds and light 
of hitting a win are enjoyable," and "the minimum bet of slot 
machines is affordable" were above average importance to them 
as playing slots. They also said that "slot machines can 
provide a chance to become wealthy" was below average 
importance. It implied that the most slot players were 
playing for the entertainment purpose, and they did not want 
to spend too much money on playing slots. It also suggested 
that the slot players did not expect to become wealthy by 
playing slots.
Problems of Gaming Budget
Question Q3e regarding the gaming budget per day was not 
used in this study because it did not produce reliable data. 
The mean of the gaming budgets was $258 and the standard 
deviation was $589. The maximum of gaming budget per day was 
$6,000 when the minimum was $2. The possible reason was the 
change of the term of "gaming budget per trip" into "gaming 
budget per day." The change was due to the confusion of the 
definition of per trip. Many respondents still did not 
respond accurately after modifying the question. According to 
the interviewers' observations, some respondents expressed "no 
budget" or "no limit" as the initial answer, and then gave out 
a number as the final answer. Therefore, the data collected 
from this question could not be reliable for analyses. The 
next section examines each benefit sought by different
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segments.
Hypotheses Testing 
This section examines the ten hypotheses (Hla - H2e) 
listed in the chapter three individually.
Hla. There is a difference between the benefits sought of 
female and male slot players.
The hypothesis test was using t-tests for independent 
samples of "gender." If the 2-tail significance was less or 
equal to 0.05, the null hypothesis was rejected.
Table 7-1
Results of Hla testing - benefits sought by gender
The benefits sought by Gender
Benefits sought Sig. F.
1 Chances to become wealthy 0.819
2 Attractive maximum payoffs 0.134
3 Easy to play 0.431
4 Benefits obtained from slot 
clubs
0.919
5 Chances to participate social 
activities
0.046*
6 Interacting with others not 
required
0.026*
7 Excitement 0.095
8 Enjoyable atmosphere 0.468
9 Playing for a long time on a 
limited budget
0.184
10 Affordable minimum bets 0.184
11 Free drinks 0.514
12 Relaxing 0.637
* Difference statistically significant at the 0.05 level
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The result of Hla showed that the gender of slot players 
had significantly different benefits sought on "playing slot 
machines as a social activity" and "interacting with others 
not required as playing slots". The following table displays 
the mean of the importance by female and male variables. 
Table 7-2
Mean scores of benefits sought by gender
Mean scores of benefits 
sought by gender
Female Male
5 Chances to participate 
social activities
3.6526 3.3431
6 Interacting with others not 
required
4.0130 3.7080
The result showed that these two benefits sought were 
more important to female players than to male players in this 
study.
Hlb. There is a difference between the benefits sought of 
elder slot players and younger slot players.
The hypothesis test was using the one-way ANOVA for 
independent variables of "age." If the significant F was less 
than or equal to 0.05, the null hypothesis was rejected. 
However, if the results showed there were significant 
differences then the least significant difference (L.S.D.) 
procedure was used for further analyses. The following tables 
showed the results of one-way ANOVA and L.S.D. procedure. The 
sequences of variable groups were arranged by the mean of the 
results in the L.S.D. procedure.
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Table 8-1
Results of Hlb testing - benefits sought by age
The benefits sought by Age
Benefits sought Sig. F.
1 Chances to become wealthy 0.0713
2 Attractive maximum payoffs 0.8940
3 Easy to play 0.8193
4 Benefits obtained from slot 
clubs
0.7860
5 Chances to participate social 
activities
0 .0049*
6 Interacting with others not 
required
0.2099
7 Excitement 0.0803
8 Enjoyable atmosphere 0.1677
9 Playing for a long time on a 
limited budget
0.6621
10 Affordable minimum bets 0.6603
11 Free drinks 0.0003*
12 Relaxing 0.0000*
* Difference statistically significant at the 0.05 level
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Table 8-2
Result of L.S.D. procedure - "chances to participate social 
activities" by age
The result of L.S.D. procedure: the importance of the 
"chances to participate social activities" by AGE variables
Item Groups Mean The mean of item is 
significantly different from 
the mean(s) of item(s) 
indicated
A 21 to 2 9 2.9556
B 3 0 to 39 3.3529
C 40 to 49 3.3922
D 60 to 64 3.7222 A
E 50 to 59 3.7723 A
F 65 and up 3.9420 A,B,C
Table 8-3
Result of L.S.D. procedure - "free drinks" by age
The result of L.S.D. procedure: the importance of the "free 
drinks" by AGE variables
Item Groups Mean The mean of item is 
significantly different from 
the mean(s) of item(s) 
indicated
A 60 to 64 3.0000
B 65 and up 3.2609
C 30 to 39 3.7059 A
D 50 to 59 3.8416 A, B
E 21 to 2 9 4.0000 A, B
F 4 0 to 49 4.0196 A, B
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Table 8-4
Result of L.S.D. procedure - "relaxing" by age
The result of L.S.D. procedure: the importance of the 
"relaxing" by AGE variables
Item Groups Mean The mean of item is 
significantly different from 
the mean(s) of item(s) 
indicated
A 21 to 29 2.8444
B 30 to 39 3.3971 A
C 40 to 49 3.4902 A
D 50 to 59 3.8119 A
E 60 to 64 4.1296 A, B, C
F 65 and up 4.2609 A , B, C , D
The findings showed that there were significant 
differences by age on "chances to participate social 
activities," "free drinks," and "relaxing." The L.S.D. 
procedure provided the further information on the multiple 
comparison. The slot players with the age of fifty (50) or 
older thought that the benefit of the "chances to participate 
social activities" was important, but the players between the 
age of 21 to 29 did not. The overall outcome showed:
the benefit of the "chances to participate social 
activities" is important to the older slot players; 
the 60 or older players did not consider "free drinks" as 
benefits while the 21 to 59 years old slot players did; - 
the younger players (age of 21 to 29) did not reflect 
relaxing as a benefit sought but the older players (age 
of 30 and older) did.
Hlc. There is a difference of the benefits sought based on
slot players' education level.
The hypothesis testing procedure was the same as Hlb.
Table 9-1
Results of Hlc testing - benefits sought by education level
The benefits sought by Education Level
Benefits sought Sig. F.
1 Chances to become wealthy .2694
2 Attractive maximum payoffs .7490
3 Easy to play .5018
4 Benefits obtained from slot 
clubs
.0921
5 Chances to participate social 
activities
.0049*
6 Interacting with others not 
required
.0191*
7 Excitement .0005*
8 Enjoyable atmosphere .7784
9 Playing for a long time on a 
limited budget
.3161
10 Affordable minimum bets . 1021
11 Free drinks .2677
12 Relaxing .0086*
* Difference statistically significant at the 0.05 level
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Table 9-2
Result of L.S.D. procedure - "chances to participate social 
activities" by education level
The result of L.S.D. procedure: the importance of the 
"chances to participate social activities" by EDUCATION 
variables
Item Groups Mean The mean of item is 
significantly different from 
the mean(s) of item(s) 
indicated
A Master/Ph.D . 2 . 8529
B Vocational 3.0000
C Some college 3.3814
D Bachelor 3 .4730 A
E Grade school 3.6923
F High school 3.8316 A, C
Table 9-3
Result of L.S.D. procedure - "interacting with others not 
required" by education level____________________________________
The result of L.S.D. procedure: the importance of the 
"interacting with others not required" by EDUCATION 
variables
Item Groups Mean The mean of item is 
significantly different from 
the mean(s) of item(s) 
indicated
A Vocational 3.0000
B Master/Ph.D . 3 .4412
C Bachelor 3.8108
D Some college 3.9068
E Grade school 4.0769
F High school 4.1053 A, B
Table 9-4
Result of L.S.D. procedure - "excitement" by education level
The result of L.S.D. procedure: the importance of the 
"excitement" by EDUCATION variables
Item Groups Mean The mean of item is 
significantly different from 
the mean(s) of item(s) 
indicated
A Vocational 3.2500
B Bachelor 3.8243
C Some college 3.9407
D Grade school 4.0000
E Master/Ph.D . 4.0000
F High school 4.3526 A, B , C
Table 9-5
Result of L.S.D. procedure - "relaxing" by education level
The result of L.S.D. procedure: the importance of the 
"relaxing" by EDUCATION variables
Item Groups Mean The mean of item is 
significantly different from 
the mean(s) of item(s) 
indicated
A Vocational 2.8750
B Some college 3.3475
C Bachelor 3.5135
D High school 3.8789 A, B
E Master/Ph.D . 3.8824 B
F Grade school 4.0000
The results of the one-way ANOVA showed significant 
differences in the benefits sought of the "chances to 
participate social activities," "interacting with others not
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required," "excitement" and "relaxing." The LSD provided more 
information between groups. The results of the LSD procedure 
showed as the follows:
the results did not indicate a correlation between the 
education level and the benefit sought of "chances to 
participate social activities" because of no sequence on 
the ranking of education variables;
the results showed that the slot players with high-school 
diplomas had significantly different perception toward 
the importance of "interacting with others not required" 
from the players with vocational school diplomas and 
Master/Ph.D. degrees;
the results also showed that the slot players with high- 
school diplomas had significantly different perception 
toward the importance of "exciting" from the players with 
vocational school diplomas, bachelor degrees and some 
college courses;
the results showed there are significant differences but 
the ranking of the education variables did not display in 
regular sequence.
Hid. There is a difference among the benefits sought of 
single, married, separated, divorced and widowed slot 
players.
The hypothesis testing procedure was the same as Hlb.
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Table 10-1
Results of Hid testing - benefits sought by marital status
The benefits sought by Marital Status
Benefits sought Sig. F.
1 Chances to become wealthy .4700
2 Attractive maximum payoffs .4412
3 Easy to play .7160
4 Benefits obtained from slot 
clubs
.0355*
5 Chances to participate social 
activities
.0000*
6 Interacting with others not 
required
.0659
7 Excitement . 0784
8 Enjoyable atmosphere .9150
9 Playing for a long time on a 
limited budget
.5087
10 Affordable minimum bets .4206
11 Free drinks .4708
12 Relaxing .0000*
* Difference statistically significant at the 0.05 level
Table 10-2
Result of L.S.D. procedure - "benefits obtained from slot 
club" by marital status__________________________________________
The result of L.S.D. procedure: the importance of the 
"benefits obtained from slot clubs" by MARITAL STATUS 
variables
Item Groups Mean The mean of item is 
significantly different from 
the mean(s) of item(s) 
indicated
A Single 2.8315
B Widowed 3.0833
C Married 3.1869
D Separated 3.8846 A, C
77
Table 10-3
Result of L.S.D. procedure - "chances to participate social 
activities" by marital status_______________________
The result of L.S.D. procedure: the importance of the 
"chances to participate social activities" by MARITAL 
STATUS variables
Item Groups Mean The mean of item is 
significantly different from 
the mean(s) of item(s) 
indicated
A Single 2.9326
B Married 3.6557 A
C Separated 3.8462 A
D Widowed 4.4167 A, B
Table 10-4
Result of L.S.D. procedure - "relaxing" by marital status
The result of L.S.D. procedure: the importance of the 
"relaxing" by MARITAL STATUS variables
Item Groups Mean The mean of item is 
significantly different from 
the mean(s) of item(s) 
indicated
A Single 3.2500
B Married 3.8243 A
C Widowed 3.9407 A
D Separated 4.0000 A
In the one-way ANOVA, the significant difference by 
marital status variables was shown at "benefits obtained from 
slot clubs," "chances to participate social activities," and 
"relaxing." The L.S.D. provided further analyses and showed 
as the follows:
the separated/divorced slot players had a significantly
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different perception toward the importance of "benefits 
obtained from slot clubs" from the single or married 
players;
the single group had significantly different perceptions 
to the importance of "chances to participate social 
activities" and "relaxing" from other three groups; 
the widowed players also were different from the married 
players on the benefit sought of "chances to participate 
social activities."
Both "chances to participate social activities" and 
"relaxing" were more important to the married, 
separated/divorced and widowed slot players.
Hie. There is a difference of the benefits sought based on 
slot players' household income.
The hypothesis testing procedure was the same as Hlb.
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Table 11-1
Results of Hie testing - benefits sought by household income
The benefits sought by Household Income
Benefits sought Sig. F.
1 Chances to become wealthy .8834
2 Attractive maximum payoffs . 7434
3 Easy to play .0954
4 Benefits obtained from slot 
clubs
.0475*
5 Chances to participate social 
activities
. 1360
6 Interacting with others not 
required
. 4585
7 Excitement .4607
8 Enjoyable atmosphere . 7803
9 Playing for a long time on a 
limited budget
.2402
10 Affordable minimum bets .3236
11 Free drinks .0477*
12 Relaxing .3771
* Difference statistically significant at the 0.05 level
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Table 11-2
Result of L.S.D. procedure - "benefits obtained from slot 
club" by household income_______
The result of L.S.D. procedure: the importance of the 
"benefits obtained from slot clubs" by HOUSEHOLD INCOME 
variables
Item Groups Mean The mean of item is 
significantly different from 
the mean(s) of item(s) 
indicated
A < $10000 2 .5385
B $25000-34999 2.7333
C $15000-24999 3.0000
D > $75000 3.1829
E $50000-74999 3.2784 B
F $10000-14999 3.4706
G $35000-49999 3.5735 A, B
Table 11-3
Result of L.S.D. procedure - "free drinks" by household income
The result of L.S.D. procedure: the importance of the 
"free drinks" by HOUSEHOLD INCOME variables
Item Groups Mean The mean of item is 
significantly different from 
the mean(s) of item(s) 
indicated
A $25000-34999 2.5385
B $15000-24999 2.7333
C < $10000 3.0000
D > $75000 3. 1829
E $50000-74999 3.2784
F $10000-14999 3.4706
G $35000-49999 3.5735 A,B,D
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The significant differences of the benefits sought by 
household income were shown at "benefits obtained from slot 
clubs" and "free drinks." The results of the L.S.D. procedure 
were listed as the follow:
even though there were significant differences between 
the variables, the result did not indicate any 
correlation between the benefits sought and the players' 
household income.
H2a. There is a difference in the benefits sought based on the 
length of playing slot machines.
The hypothesis testing procedure was the same as Hlb.
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Table 12-1
Results of H2a testing - benefits sought by hours per day
played_____________________________________________________________
The benefits sought by Hours Per Day Played
Benefits sought Sig. F.
1 Chances to become wealthy .1856
2 Attractive maximum payoffs .0218*
3 Easy to play .3260
4 Benefits obtained from slot 
clubs
.0003*
5 Chances to participate social 
activities
.0036*
6 Interacting with others not 
required
.1184
7 Excitement .0000*
8 Enjoyable atmosphere .3944
9 Playing for a long time on a 
limited budget
.0210*
10 Affordable minimum bets .2212
11 Free drinks .0049*
12 Relaxing .0000*
* Difference statistically significant at the 0.05 level
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Table 12-2
Result of L.S.D. procedure - "attractive maximum payoffs" by 
hours per day played_________________________________________
The result of L.S.D. procedure: the importance of the 
"attractive maximum payoffs" by HOURS PER DAY PLAYED 
variables
Item Groups Mean The mean of item is 
significantly different from 
the mean(s) of item(s) 
indicated
A < 2 Hours 3.0741
B 2 Hours 3.0746
C 3 Hours 3.2712
D > 10 Hours 3.3043
E 5 Hours 3.3333
F 6 Hours 3.3448
G 7-8 Hours 3.5714
H 4 Hours 3.6875 A, B
I 9-10 Hours 4.0313 A,B,C,E,F
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Table 12-3
Result of L.S.D. procedure - "benefits obtained from slot 
clubs" by hours per day played
The result of L.S.D. procedure: the importance of the 
"benefits obtained from slot clubs" by HOURS PER DAY 
PLAYED variables
Item Groups Mean The mean of item is 
significantly different from 
the mean(s) of item(s) 
indicated
A < 2 Hours 2 .5556
B 2 Hours 2.7910
C 4 Hours 2.8438
D 3 Hours 3.0000
E 5 Hours 3.3333 A
F 6 Hours 3.5172 A, B , C
G 9-10 Hours 3 .5625 A, B , C
H 7-8 Hours 3.5714 > > til n
I > 10 Hours 4. 1304 A,B,C ,D
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Table 12-4
Result of L.S.D. procedure - "chances to participate social 
activities" by hours per day played
The result of L.S.D. procedure: the importance of the 
"chances to participate social activities" by HOURS PER 
DAY PLAYED variables
Item Groups Mean The mean of item is 
significantly different from 
the mean(s) of item(s) 
indicated
A < 2 Hours 2.9074
B 4 Hours 3.1875
C 5 Hours 3.5333 A
D 3 Hours 3.5763 A
E 2 Hours 3.7015 A, B
F > 10 Hours 3.8261 A
G 6 Hours 3.8276 A, B
H 9-10 Hours 3.8438 A, B
I 7-8 Hours 4.0476 A, B
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Table 12-5
Result of L.S.D. procedure - "excitement" by hours per day 
played_______________________________________________________
The result of L.S.D. procedure: the importance of the 
"excitement" HOURS PER DAY PLAYED variables
Item Groups Mean The mean of item is 
significantly different from 
the mean(s) of item(s) 
indicated
A < 2 Hours 3.3333
B 2 Hours 3.8657 A
C 6 Hours 4.1552 A
D 4 Hours 4. 1563 A
E 3 Hours 4.2373 A
F 5 Hours 4.2889 A, B
G 7-8 Hours 4.3571 A, B
H 9-10 Hours 4.5625 A, B
I > 10 Hours 4.6087 A, B
Table 12-6
Result of L.S.D. procedure - "playing for a long time on a
limited budget" by hours per day played
The result of L.S.D. procedure: the importance of the 
"playing for a long time on a limited budget" by HOURS PER 
DAY PLAYED variables
Item Groups Mean The mean of item is 
significantly different from 
the mean(s) of item(s) 
indicated
A < 2 Hours 3.0741
B > 10 Hours 3.3043
C 2 Hours 3.3582
D 4 Hours 3.4531
E 7-8 Hours 3.4762
F 9-10 Hours 3.5938
G 6 Hours 3.6724 A
H 5 Hours 3.9556 A, C
I 3 Hours 3.9831 A, C , D
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Table 12-7
Result of L.S.D. procedure - "free drinks" by hours per day
played_____________________________________________________________
The result of L.S.D. procedure: the importance of the 
"free drinks" by HOURS PER DAY PLAYED variables
Item Groups Mean The mean of item is 
significantly different from 
the mean(s) of item(s) 
indicated
A < 2 Hours 3.2778
B 2 Hours 3 .2836
C 3 Hours 3.4915
D 4 Hours 3.5938
E > 10 Hours 3.7826
F 6 Hours 3.8448 B
G 9-10 Hours 3.8750
H 7-8 Hours 4.1429 A, B , C
I 5 Hours 4.3333 A,B,C ,D
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Table 12-8
Result of L.S.D. procedure - "relaxing" by hours per day
played_____________________________________________________________
The result of L.S.D. procedure: the importance of the 
"relaxing" by HOURS PER DAY PLAYED variables
Item Groups Mean The mean of item is 
significantly different from 
the mean(s) of item(s) 
indicated
A < 2 Hours 2 .9815
B 2 Hours 3 .3881
C 6 Hours 3 .4310
D 4 Hours 3.6719 A
E 5 Hours 3.8000 A
F 3 Hours 3.9322 A, B, C
G 7-8 Hours 4.0714 A, B, C
H > 10 Hours 4.1304 A, B, C
I 9-10 Hours 4.3438 A , B, C , D
The mean of average hours played was 4.8 in this study 
and 4.9 hours per. day on gaming was reported in the 1993 Las 
Vegas Visitor Profile Study. After the one-way ANOVA 
procedure, the significant differences showed in the benefits 
sought of "attractive maximum payoffs," "benefits obtained 
from slot clubs," "chances to participate social activities," 
"excitement," "playing a long time on a limited budget," "free 
drinks" and "relaxing." The L.S.D. procedure further stated 
the following results:
the slot players who played five hours and more per day 
had a significantly different perception to the
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importance of "benefits obtained from slot clubs" from 
the players played four hours or less;
the significant differences in the benefit sought of 
"chances to participate social activities" did not show 
an explainable correlation between the benefit sought and 
the hours played per day;
the slot players played the more hours per day, then they 
perceived the more importance of the benefit of 
"excitement; "
there were significant differences between the variables 
in the benefit of "playing a long time on a limited 
budget," "free drinks" and "relaxing" but no explainable 
correlations between the benefits sought and hours played 
per day.
H2b. There is a difference in the benefits sought based on the 
machine denomination played most often.
The same hypothesis testing procedure as Hlb, except the 
variables of denominations were not including the variables of 
the dime (0.2%) and the half dollar (1.1%) due to the small 
samples.
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Table 13-1
Results of H2b testing - benefits sought by denomination 
played most often_______________________________
The benefits sought by Denomination Played Most Often
•Benefits sought Sig. F.
1 Chances to become wealthy .0362*
2 Attractive maximum payoffs .0001*
3 Easy to play .1019
4 Benefits obtained from slot 
clubs
.0841
5 Chances to participate social 
activities
.5579
6 Interacting with others not 
required
.5365
7 Excitement .0637
8 Enjoyable atmosphere .2194
9 Playing for a long time on a 
limited budget
. 1214
10 Affordable minimum bets .0515
11 Free drinks .3138
12 Relaxing .3970
* Difference statistically significant at the 0.05 level
Table 13-2
Result of L.S.D. procedure - "chances to become wealthy" by 
machine denomination played most often_________________________
The result of L.S.D. procedure: the importance of the 
"chances to become wealthy" by MACHINE DENOMINATION PLAYED 
MOST OFTEN variables
Item Groups Mean The mean of item is 
significantly different from 
the mean(s) of item(s) 
indicated
A Nickel 1. 8429
B Quarter 2.0035
C Dollar 2.3750 A, B
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Table 13-3
Result of L.S.D. procedure - "attractive maximum payoffs" by 
machine denomination played most often______________
The result of L.S.D. procedure: the importance of the 
"attractive maximum payoffs" by MACHINE DENOMINATION 
PLAYED MOST OFTEN variables
Item Groups Mean The mean of item is 
significantly different from 
the mean(s) of item(s) 
indicated
A Nickel 2.9857
B Quarter 3.3080
C Dollar 3.8875 A, B
The one-way ANOVA showed two significant differences in 
the benefits sought of "chances to become wealthy" and 
"attractive maximum payoffs." The L.S.D. procedure made the 
multiple comparison between the variables and showed the 
results as the follows:
the dollar machine players had significantly different 
opinions to the benefits sought of "chances to become 
wealthy" and "attractive maximum payoffs" from the 
Nickel or Quarter machine players;
even though there was a significant difference in the 
benefit sought of "chances to become wealthy," this 
benefit sought was rated as below average importance.
H2c. There is a difference in the benefits sought based on the 
average coins for each play.
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The same hypothesis testing procedure as Hlb except the
variable did not include the "4 coins/tokens" (2.9%) group.
Table 14-1
Results of H2c testing - benefits sought by average coins for 
each play__________________________________________________________
The benefits sought by Average Coins For Each Play
Benefits sought Sig. F.
1 Chances to become wealthy .3824
2 Attractive maximum payoffs . 0850
3 Easy to play .7043
4 Benefits obtained from slot 
clubs
.1199
5 Chances to participate social 
activities
.0477*
6 Interacting with others not 
required
.5748
7 Excitement . 0811
8 Enjoyable atmosphere . 0805
9 Playing for a long time on a 
limited budget
.3380
10 Affordable minimum bets .5098
11 Free drinks .5776
12 Relaxing .0724
* Difference statistically significant at the 0.05 level
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Table 14-2
Result of L.S.D. procedure - "chances to participate social 
activities" by average coins for each play
The result of L.S.D. procedure: the importance of the 
"chances to participate social activities" by AVERAGE 
COINS FOR EACH PLAY variables
Item Groups Mean The mean of item is 
significantly different from 
the mean(s) of item(s) 
indicated
A 2 Coins 3.3529
B 3 Coins 3.5000
C 1 Coins 3.6615
D 5 Coins 4.0000 A, B
The one-way ANOVA only showed the significant difference 
in the benefit sought of "chances to participate social 
activities." The "5-coin" slot players had significantly 
different benefit sought from "2 and 3-coin" players in the 
benefit sought of "chances to participate social activities."
H2d. There is a difference in the benefits sought based on the 
machine type played most often.
The machine type played most often included four 
categories: reel slot, video poker, video keno and other
video. 96.9% of the slot players preferred reel slots and 
video poker. Thus, the analysis only focused on reel slot and 
video poker and used the independent-samples t-test for two 
groups hypothesis testing.
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Table 15-1
Results of H2d testing - benefits sought by type of machines 
played_____________________________________________________________
The benefits sought by Type of Machines Played
Benefits sought Sig. F.
1 Chances to become wealthy .831
2 Attractive maximum payoffs . 670
3 Easy to play . 048*
4 Benefits obtained from slot 
clubs
.523
5 Chances to participate social 
activities
.544
6 Interacting with others not 
required
.491
7 Excitement .049*
8 Enjoyable atmosphere .000*
9 Playing for a long time on a 
limited budget
.911
10 Affordable minimum bets .963
11 Free drinks .234
12 Relaxing . 672
* Difference statistically significant at the 0.05 level
The significant differences showed in the benefits sought 
of "easy to play," "excitement" and "enjoyable atmosphere." 
The reel slot players considered that these three benefits 
sought were more important than video poker players did. The 
following table shows the mean score of each benefit sought 
from reel slot players and video poker players.
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Table 15-2
Mean scores of benefits sought by type of machines played
Benefits Sought Mean Scores of 
the Importance to 
Reel Slot Players
Mean Scores of the 
Importance to 
Video Poker 
Players
Easiness 4.4335 4.2000
Excitement 4.1614 3.9130
Atmosphere 4 .4494 3.8870
H2e. There is a difference in the benefits sought based on
slot-players' gaming budget.
As mentioned in the beginning of this chapter, the data 
related to gaming budget was discarded to avoid unreliable 
results.
Summary
■ ;ost of the slot players in this study samples are 
female, age from 40 to 59 years old with household income 
$50,000 to $74,999 yearly, married with high school diploma or 
less, and lived in the western states in the United States. 
They spent an average of 4.8 hours a day at the quarter slot 
machine with three coins for each play. Based on the analyses 
of this study, the following tables summarize the findings.
The table 16 shows the relation between the denomination 
machine played most often and slot players' gender, age, 
household income, marital status and education level. 
According to the table 16, the quarter machine was the most
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popular denomination machine because nearly two-third slot 
players played quarter machines most often regardless of their 
demographic differences. The male slot players, compared with 
the female players, preferred to play the dollar machine. The 
slot players with lower household income were tended to play 
nickel machines rather than quarter or dollar machines; 
however, the slot players with higher income were preferred to 
play quarter or dollar machines.
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The table 17 displays the relation between the average 
coins for each play and the players' gender, age, income, 
marital status and education level. Based on the observation 
in the table 17, only few younger slot players played five 
coins for each play and the majority played three coins or 
less.
The table 18, which shows the relation between the 
machine type played most often by demographic variables, 
presents that the most slot players preferred to play reel 
slot machines. The majority of the age 21 to 39 slot players 
were preferred reel slot machines rather than video poker 
machines. The players with lower education level also played 
reel slot machines most often.
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The table 19 and 20 are based on the results of this 
study and summarizes the findings. In the table 19 and 20, 
the letter A through L stand for twelve benefits sought from 
the slot players. The number in the tables is the mean of the 
importance while 5.00 stands for very important, 3.00 stands 
for average important, and 1.00 stands for not important. The 
area with border represents that there is a significantly 
different relations between the variables.
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The benefits sought of "easy to play," "excitement," 
"enjoyable atmosphere" and "affordable minimum bets" were 
important across the entire sample. Other benefits sought 
such as "chances to become wealthy" were only as an important 
benefit by a segment of the market. Thus, the study also 
examined these benefits sought with the mean of 4.00 or 
higher; however, no distinguished characteristics of the 
benefits were identified. Since a benefit sought could not be 
described in terms of identifiable characteristics, it does 
not meet one of the criteria of a market segment that is 
allowing marketers to communicate with. Even though this 
study could not identify any useful benefit segments, it still 
provided useful implications for casino management. The 
following conclusions are according to the findings in the 
table 19.
1. The "easy to play" is the most important benefit sought 
to all slot players no matter of their gender, age, 
household income, marital status and education level. 
Therefore, a successful slot machine game shall be simple 
and easy to play.
2. The slot players with different age, household income and 
marital status had significantly different opinions on 
the "benefits obtained from slot clubs" benefit sought. 
According to table 19, this benefit sought was more 
important to the players with the age of 60 or up, and 
income greater than $50,000 yearly. However, it was less
important to the single players.
The gender, marital status and education level had 
effected the slot players' opinions on the "chances to 
participate social activities" benefit. This benefit was 
more important to the female players by their gender. By 
their marital status, it was more important to the 
married, separated and widowed players. By their 
education level, it was more important to the lower 
household income players.
The slot players had different perceptions on the benefit 
sought of the "interacting with others not required" 
based on their gender and education level. The female 
slot players and the players with high school diploma 
considered that the benefit sought was above average 
important.
There is a significant difference on the benefit sought 
of the "excitement" based on the slot players' education 
level. The players, with high school diploma or less, 
thought that the "excitement" was above average 
important.
The "free drink" benefit was perceived differently by 
different age and household income players. This benefit 
was not less important to the players with the age of 60 
or up; however, it was more important to the lower income 
players.
The different age, marital status and education level
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slot players had significantly different opinions on the 
"relaxing" benefit sought. This benefit was more 
important to the older slot players.
8. According to table 19, the slot players did not have much 
different opinions on the benefits sought - A, B, C, H, 
I and J.
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According to the table 20, the conclusions are listed as
the follows:
1. The different length of playing slot machines reflected 
the slot players' different opinions on the benefits 
sought - B ,  D, E, G, I, K and L.
2. The nickel, quarter and dollar machine players had 
significantly different views on the benefits sought 
"chances to become wealthy" and "attractive maximum 
payoffs." In general, these benefits were more important 
to the dollar machine players.
3. The "easy to play" benefit was more important to the reel 
slot players.
4. The slot players with different numbers of coin for each 
play showed the different perceptions on the benefit 
sought - "chances to participate social activities." The 
five-coin players considered that it was above average 
important.
5. The "excitement" benefit was above average important to 
the reel slot players.
6. The "enjoyable atmosphere" benefit was above average 
important to the reel slot players.
7. According to table 20, the slot players' gaming behavior 
did not have much difference on the benefits sought - F 
and J .
CHAPTER 5
CONCLUSIONS AND RECOMMENDATIONS 
This study developed twelve benefits sought in order to 
explain the reasons of people playing slot machines. Within 
these twelve benefits sought, four benefits were considered as 
above average important by the majority of the slot players. 
They are "easy to play," "excitement," "enjoyable atmosphere" 
and "affordable minimum bets." These findings may be 
interested by the casino management as the follows.
1. Easy to play: Compared with table games, slot machines
are much easier to play. People need to be aware of 
rules or payoffs while playing table games, but they do 
not need to pay too much attention while playing slot 
machines. Therefore, the management shall remember to 
keep slot machines simple and easy. A new slot machine, 
such as multiple games slots, includes several different 
games in a single machine. This will increase the 
complexity of playing the machines. However, the slot 
player wants to play a machine which is not so
complicated but easy.
Excitement: The new technology can create more exciting
machines for slot players, such as improving sound effect 
and graphic design, or designing frequent small payoffs 
machines. The multi-media or interactive technology 
probably will give a new definition for the future slot 
machines. However, the management shall notice the 
possible tradeoffs between excitement and simplicity 
while excitement may be increasing the complexity of the 
game.
Enjoyable atmosphere: People play slot machines not only
for the payoffs but also for the enjoyable atmosphere. 
The sounds and light of hitting a win are important for 
the slot player. Therefore, many casinos used slot 
machines which made loud sounds when the player hits any 
win. The sounds of the payoffs dropping also are 
important to slot players. Thus, the "coinless" slot 
machines, tickets instead of coins as payoffs, will not 
give as much satisfaction for the slot player. 
Affordable minimum bets: The minimum bet of slot
machines is much less than that of table games. However, 
most slot players played three coins for each play.
112
Therefore, the management may increase the maximum bet 
for multi-coins players which may be an effective way of 
increasing the overall bet.
Recommendations for Future Research 
Since this study is limited to the sample within a Las 
Vegas Strip area casino, the results may not be generalized to 
apply to other casinos. Thus, the first suggestion for the 
future research is to expand the study to cover different 
types of gaming properties, such as Las Vegas downtown 
casinos, regional casinos, river boats casinos or Indian 
reserve casinos. Then, the findings can be further explained 
whether the benefits sought will vary across different types 
casinos.
This study identified that four benefits sought (easy to 
play, excitement, enjoyable atmosphere, and affordable minimum 
bets) were above average important to the entire sample but 
the other eight benefits (chances to become wealthy, 
attractive maximum payoffs, benefits obtained from slot club, 
chances to participate social activities, interacting with 
others not required, playing for a long time on a limited 
budget, free drink, and relaxing) were not. In these eight
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benefits, three of them did not have identifiable segments, 
which were the "chances to become wealthy," "attractive 
maximum payoffs" and "playing for a long time on a limited 
budget" benefits. Therefore, the second suggestion is that 
these three benefits sought may be expanded or collapsed in 
the future research.
The benefits segmentation is a type of marketing 
segmentation, which divides a market into different segments 
based on customers' benefits sought from the product. In 
order to divide the slot market, it is important to develop 
proper segments. Thus, the third suggestion to the future 
study is to use the focus groups procedure.
Finally, the benefit segmentation could be also used to 
study other casino games, such as table games. Further study 
should also focus on other casino players' benefits sought. 
The findings can be compared with slot player's benefits 
sought.
APPENDIX I 
QUESTIONNAIRE
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Hi. I am [name o f interviewer] from UNLV. The college o f  hotel adm inistration  is co n d ucting  a 2-PA G E  survey 
o f slo t-m achm e players' betting  behav iors, so casinos can prov ide better p roducts and serv ices for you 
(IN T E R V IE W E R : IF THE R ESPO N D EN T W AS PLA Y IN G  SLOT M A CH IN ES AS Y O U R  O B S E R V A T IO N . 
S K IP  Q l a  A N D  G O T O  Q l b  )
0 1  a H ave you ev er p layed  slot m achines before? "S lot m achines" include bu t not lim it to reel slots, video
slots, video poker, video keno. and video blackjack.
Yes I . c o n tin u e  to  Q1 b  No  2. s to p  th is in terview
Q lb  D id you spend  50%  or m ore o f  e ith e r  y o u r  g a m in g  b u d g e t  o r  g a m in g  tim e  on slo t m ac h in es '1
Y e s  1. c o n tin u e  th is  su rv e y  No  2, s to p  th is survey
Q2 T h e  fo llo w in g  is a list o f  the benefits o f  p lay ing  slot m achines. Please tell m e w hen  you play slot
m achines, how  important each  o f  these benefits is to you  based on a five-po in t scale. 1 stands for NOT 
IM P O R T A N T . 3 stands for A V ER A G E IM P O R T A N C E , and 5 stands for V ER Y  IM PO R T A N T
Not Im portan t B elow  A verage A verage Im portance A bove A verage Very
Im portance Im portance Im portant
1 2 3 4  5
Q u e s tio n : W h e n  y o u  p lay  slo t m a c h in e s , ho w  im p o r ta n t  e ac h  o f  th e se  b en efits  is to  y o u ?
a. Slot m achines can  prov ide you  a chance to becom e w ealthy. 1 3 4 5
b. The am oun t o f  ja c k p o t (m ax im u m ) payoffs is attractive. 1 2 3 4 5
c Slot m ach ines are easy to play 1 2 3 4 5
d. You w an t to receive  com plim entary  room , food or o th er benefits from  slot 
clubs.
1 2 3 4 5
e. P laying slo t m ach in es is a social activity. 1 2 3 4 5
f. You can play slot m ach ines w ithou t in teracting  w ith o ther players. 1 2 3 4 5
g. Slot m ach ines are exciting. 1 2 3 4 S
h T he sounds and light o f  h itting  a w in are enjoyable. 1 2 3 4 5
i N on can play  for a long tim e on a lim ited budget. 1 2 3 4 5
j The m in im um  bet o f  slot m achines is affordable. 1 2 3 4 5
k C asinos provide free drinks. 1 2 3 4 5
1 Playing slot m achines is relaxing. 1 2 3 4 5
Q3 Here is the last part o f  this survey. Just a rem inder, this questionnaire  form  w e com plete  today w ill not
be m arked  in any w ay w ould  identify you. So. p lease  tell us som e inform ation  abou t you. 
a On average, how  m an y  h o u rs  P E R  DAY did you spend  p lay ing  slot m achines'1 ( LF G R E A T E R  TH A N
12. C L A R IF Y  BY A S K IN G : Do you m ean that you spend  on average [THE N U M B E R ] o f  hours 
p lay ing  slot m ach ines everyday w ere here?)
_______________  hours per day
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b W h ic h  d e n o m in a tio n  m a c h in e  do you  play M O ST  OFTEN. (D O  N O T  R E A D  L IST . A C C E P T
O N L Y  O N E  R E S P O N S E .)
N ickel - 1 D im e - 2 Q u a r te r - 3  H a lf D o lla r - 4  D ollar - 5
Five D ollars - 6 O thers (P enny , o r m ore than  S5) -7
c. O n the average, how  m any co ins/tokens do you usually  insert before  each  play on a m achine'1 i IF
R E S P O N D E N T  SA Y S "M A X IM U M ." A SK: H ow  m any w ould  that be on the  average'1)
d. W hat kind o f slot m achines do you  play  M O ST  O FTE N  (D O  N O T  R E A D  L IST . A C C E P T  O NLY
O N E  R E S P O N S E .)
Reel Slots - 1 V ideo Poker - 2
Video K eno - 3 O ther Video - 4
e N ot include travel, food, o r lodging, on the average , how  m uch m oney per day did you budget for
p lay in g  slot m achines'? Include only your ow n, personal, gam ing  budget.
_________________ dollars pe r day
f  Are you a slo t-club  m em ber'1
Yes -1 No -2 R efused/N  A -0
g. W hat w as the  last grade or y ear o f  school that you  com pleted? (D O  N O T  R E A D  L IST . A C C E P T  
O N L Y  O N E  R E S P O N S E .)
G rade school or som e high school - 1 
H igh school d ip lom a (fin ished  grade 12) - 2
Som e college ( in c lu d e ju n io r/co m m u n ity  college - no bachelor's degree) - 3
G raduated  college - 4
G raduate  school (M aster’s o r P h .D .) - 5
T echn ica l, vocational or trade school - 6
R efused/N  A - 7
h. W hat is y o u r cu rren t m arital status'1 A re you ... (R E A D  LIST)
Single - 1 M arried -2  S eparated /D ivorced  - 3 W idow ed - 4
i. In th is trip , how  m any people  travelled  w ith  you  are under the age o f  18?
N one -0  (sk ip  to question  "k")
O n e -1 .  T w o -2, T h re e -3, F o u r -4 , Five o r m o r e -5
j How m any are be tw een  age o f  12 to 17 (includ ing  12 and 17)'1
N o n e -0 . O n e -1 . T w o -2,
T h r e e -3 . F o u r -4. Five o r m o r e -5
k W hat is y o u r Z IP  C O D E'1 (IN T E R V IE W : IF not live in U .S., A SK  W H A T  C O U N T R Y  D O  YOU
LIVE IN'1)
Z IP  C ode # ______________  O R  C ountry  ____________________
1 Please tell m e w inch one o f  these categories does your age fall into? (S H O W  C A R D  A.)
a b c d e f  R efused
in. Please tell m e w hich one o f these categories includes your total househo ld  incom e before  taxes last year
(SH O W  C A R D  B.)
a b c d e f  g h R efused
T hank you for y o u r cooperation , have a nice day!
IN T E R V IE W E R : m ark the gender o f  respond en t here! Fem ale - 0 M ale - 1 
C om pleted T im e   AM  or PM D ate:______________ In itia l.:_
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C A R D  A
W hat is the letter o f  the category  y o u r age falls into'1
A. 21 to 29
B. 30 to 39
C. 4 0  to 49
D. 50 to 59
E. 60 to 64
F. 65 and o lder
C A R D  B
Include your ow n incom e and that o f  any m em b er o f  your household  w ho is living w ith you.
A. Less than $ 10,000
B. $ 1 0 ,0 0 0  to $14 ,999
C. $ 1 5 ,0 0 0  to $24 ,999
D. $ 2 5 ,0 0 0  to $34 ,999
E. $ 3 5 ,0 0 0  to $49 ,999
F $ 5 0 ,0 0 0  to $74 ,999
G $ 7 5 ,0 0 0  and over
H. N ot Sure
APPENDIX II 
APPROVAL OF RESEARCH INVOLVING HUMANS
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UNIVERSITY,OF NEVADA LAS VEGAS 1 1 9
DATE: December 7, 1994
TO: Chen-wei David Wang
FROM Ur. William E. Schulze, Director 
Research Administration
RE: Status of human subject protocol entitled:
Benefit Segmentation of Slot Players 
OR#600sl294-468e
The protocol for the project referenced above has been reviewed by 
the Office of Research Administration, and it has been determined 
that it meets the criteria for exemption from full review by the 
UNLV human subjects committee. Except for any required conditions 
or modifications noted below, this protocol is approved for a 
period of one year from the date of this notification, and work on 
the project may proceed.
Should the use of human subjects described in this protocol 
continue beyond a year from the date of this notification, it will 
be necessary to request an extension.
Office of Research Administration 
4505 Maryland Parkway • Box 451037 • Las Vegas, Nevada 89154-1037 
(702) 895-1357 • FAX (702) 895-4242
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